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Abstract 
Online shopping is the form of shopping which enables the consumer to purchase goods through Internet. These 
goods can be procured directly from the Seller. The customers involved in this kind of transaction over the Internet 
are defined as the e consumer, or the e shopper, and this transaction is defined as e shopping.  An online shop 
evokes the physical analogy of buying products or services at a bricks-and-mortar retailer. This process is termed as 
business-to-consumer (B2C) online shopping. In the case where a business buys from another business, the process 
is called business-to-business (B2B) online shopping.  It becomes very convenient for the customer, since he gets 
the Product delivered at his place with a single click. There are also sites like myntra.com, for example, where one 
has the facility to exchange the goods if the customer is not satisfied. These are some of the techniques, companies 
have been indulging in, to keep the customer engaged and to ensure Customer satisfaction.  There are also certain 
techniques that these Websites keep using to involve the customer more. This research focuses on few major 
elements that online marketers incorporate and have been using to engage the customer. The entire process when the 
customer opens a website, navigates through the website and stays there for longer, which in it selves helps the 
Website marketers understand the type of e shopping techniques. Marketers try their level best to ensure this entire 
journey is fruitful and enjoyable to the customer so that he would come back for a repeat purchase on to the same 
website. This research focuses on the drivers of e shopping behaviour. 
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1. Introduction 
Retail success is no longer all about physical stores, and this is obvious with the increase in the no. of retailers 
offering their Products and through Internet making it a very convenient platform for shopping. With the growth of 
online shopping, comes a wealth of new market footprint coverage opportunities for stores that can appropriately 
cater to offshore market demands and service requirements. One of the biggest merit of the Online shopping is that 
these services are available throughout, 24 hours a day. Adding to this further is the ease of transaction through 
Online payment. If the customer is dissatisfied with Product, or has any complaint about the quality of the Product, 
marketers have more than generous return policies to compensate for the traditional advantage of physical stores. 
For example, the online shoe retailer Zappos.com includes labels for free return shipping, and does not charge a 
restocking fee, even for returns which are not the result of merchant error.  
The marketer, these days offer very appealing websites with attractive commercials that are alluring to the 
customers and the customer most of the times becomes impulsive to buy Online. Once the customer is totally 
engaged in the buying process, commercials pop up on the right hand side of the website, informing the customer 
with Lines like “Pop up messages, we also offer”, “check out our new range of Products” etc. These are few of the 
techniques used by the marketer to make business Online.  Web designing, layout of the website, colours used etc. 
have to be chosen carefully when designing the website to sell Online, since this is the first step of Customer 
interface.  The most important factors determining whether customers return to a website are ease of use and the 
presence of user-friendly features.  Usability testing is the concept which clearly defines the problems and 
improvements to be made in the Websites, based on the customer feedback.  Therefore it becomes vital to eliminate 
the mistakes and be more appealing to online shoppers.  
2. Research Objective 
The key objective is to find out the key drivers responsible for online buying. 
The different reasons for which the customers intend to buy Online. 
3. Literature review 
Online shopping features can be either consumers ‘perceptions of functional and utilitarian dimensions, like end of 
use and usefulness, or their perceptions of emotional and hedonic dimensions like enjoyment Menon and Kahn, 
2002; Childers et al., 2001; Mathwick et al.,2001. 
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The classic consumer purchasing decision-making theory can be characterized as a continuum extending from 
routine problem-solving behaviors, through to limited problem-solving behaviors and then towards extensive 
problem-solving behaviors [Schiffman et al., 2001]. 
 
Ankur Rastogi, explains that Online shops can almost sell anything. Someof the top selling products through online 
are Art, Books, Cars, Clothes and Apparel, Dolls & Bears, Jewelry, Motorcycles, Musical Instruments, DVDs and 
Home Video, Sports items, Tickets, Toys, Coins & Currency, Cosmetics and Health Products, Video Games, 
Flowers and other gift items, Computer related items, Domestic and small electronic appliances, Real Estate etc. 
 
The process of Online delivers very quick results compelling the customers to develop a tendency to buy more 
Online. This trend is comparatively less in the Traditional stores. Retailers cannot assume that their website patrons 
use their carts to purchase a product immediately, Close and Kukar-Kinney, 2010. They frequently utilize the 
Internet as a tool for 'window shopping' and product comparison” (Kim & Ammeter, 2008). 
 
Given the social, interactive and immediate nature of Net-geners”, (Kim & Ammeter, 2008) the online retailers try 
their best to keep up the consumers’ needs by constantly making various improvements and changes to their online 
stores. 
 
Donal Rogan (2007) explains the relationship between consumer behavior and marketing strategy. He states that 
strategy is about increasing the probability and frequency of buyer behavior. requirements for succeeding in doing 
this are to know the customer and understand the consumer’s needs and wants. 
 
This Online or the virtual shopping which provides all the information at one click to the customers is multiplying 
and fetching adequate profits to the marketers. This comprises security while paying Online through Credit/Debit 
card, Convenience to shop any time, any day, and many more aspects. As online shopping is processed in a virtual 
environment, and logistics, information flow and capital flow are completed in a time and space separation, it has 
uncertainty and risks. Jarvenpaa et al. (1999) thought the lack of security of online shopping is the main reason why 
consumers give up purchase. Lim (2003) claimed if the sense of security that consumers have on online shopping is 
lower, the risk anticipation will be higher and online shopping participation degree will be lower. Miyazaki and 
Fernandez (2001) pointed out; the Internet intimate security is the main barrier of consumer online shopping.   
Alison Howells-Smith (2010), says, that in order to convert online browsers to buyers, it is important for the e-tailer, 
to develop a connection between the vendor and buyer . 
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4. Concept of e shopping 
The merchandise that we would find on the different Websites would more or less be similar in nature, except of the 
way that the design of the Website is made and the way the Website navigates us through. Once a customer selects a 
particular category on the main page which routes to the sub categories, from where a customer can choose the 
Products of his choice, compare prices, zoom in the Product, have a 360 and look of the Product and then can add 
the Product to the cart, further there are options to choose the mode of payment like through Credit card, VISA, 
MasterCard or the most preferred option of Cash on Delivery, called the COD option. The customer can keep 
editing with the Product till he confirms on the payment Terms and conditions and provides his Shipping addressee 
and the Billing addressee. The Product is delivered to the customer within 3 working days, and if the customer is 
dissatisfied with the Product, he can exchange the Product for no extra charges. 
5. Hypothesis 
H1: e shoppers will be repeat purchasers if the website is reliable. 
H2: e shoppers get impulsive with a well-designed Website. 
6. Research Methodology 
Primary data: This comprised of 100 respondents. 
The information was collected using a questionnaire;Atotal sample of 100 individuals was taken.  
Technique: random sampling. 
 
Data Collection: 
Primary data: Data was collected using questionnaires. The questionnaire consisted of a set of general questions 
followed by a likert-scale based questionnaire. The questionnaire was administered only on internet users and were 
also circulated online. 
Analysis: 
One sample T-test was performed on the key drivers for Online shopping. The statistically significant data was 
reported and consolidated analysis is presented. 
Data Analysis: 
H1: e shoppers will be repeat purchasers if the website is reliable. 
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Table 1: Reliability One-Sample Statistics 
N Mean 
Std. 
Deviation Std. Error Mean 
The website contains 
information which is 
true in nature. 
100 4.2 0.532 0.053 
The customer can rely 
on the website for best 
of quality. 
100 3.95 0.925 0.093 
The information of the 
customer is kept 
confidential. 
100 4.08 0.598 0.06 
The security alert is 
high on the website. 
100 4.13 0.825 0.082 
Table 4.2 : One-Sample Test- Reliability 
  
Test Value = 3 
t df 
Sig. (2-
tailed) Mean Difference 
95% Confidence 
Interval of the 
Difference 
Lower Upper 
The website contains 
information which is 
true in nature. 
22.564 99 0 1.2 1.09 1.31 
The customer can rely 
on the website for best 
of quality. 
10.268 99 0 0.95 0.77 1.13 
The information of the 
customer is kept 
confidential. 
18.071 99 0 1.08 0.96 1.2 
The security alert is 
high on the website. 
13.704 99 0 1.13 0.97 1.29 
605 Vanishree Pabalkar /  Procedia Economics and Finance  11 ( 2014 )  600 – 608 
H0: e shoppers will not be repeat even if the website is reliable. 
H1: e shoppers will be repeat purchasers if the website is reliable. 
 
Inference: From the One-sample T-test, it can be inferred that the mean of the responses for reliability of a 
website, is higher than the neutral mean (3). 
x Since the results are significant (p <0.05), therefore the null hypothesis is rejected and the alternate 
hypothesis is accepted.  
Therefore the e shoppers will be repeat purchasers if the website is reliable. 
 
H2: e shoppers get impulsive with a well designed Website. 
 
Table 2 :  Impulsive buying 
  N Mean 
Std. 
Deviation Std. Error Mean 
The contents of the 
website are very 
attractive. 
100 3.07 0.998 0.1 
The Graphics used 
have very good design 
and quality 
100 3 0.853 0.085 
The customer 
navigates through out 
the website for quite 
some time.  
100 3.43 0.844 0.084 
The website has pop 
up commercials which 
are very appealing. 
100 3.03 0.784 0.078 
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Table 2 : Impulsive buying 
  
Test Value = 3 
t df 
Sig. (2-
tailed) 
Mean 
Difference 
95% Confidence 
Interval of the 
Difference 
Lower Upper 
The contents of the 
website are very 
attractive. 
0.702 99 0.484 0.07 -0.13 0.27 
The Graphics used 
have very good design 
and quality 
0 99 1 0 -0.17 0.17 
The customer 
navigates throughout 
the website for quite 
some time.  
5.095 99 0 0.43 0.26 0.6 
The website has pop 
up commercials which 
are very appealing. 
0.382 99 0.703 0.03 -0.13 0.19 
 
H0:  e shoppers do not get impulsive with a well designed Website. 
H2:  e shoppers get impulsive with a well designed Website. 
 
Inference: From the One-sample T-test, it can be inferred that the mean of the responses for Impulsive buying is not 
significantly different. 
Since p>0.05, for the other factors, the null hypothesis is rejected and the Alternate hypothesis is accepted, which 
says that, e shoppers get impulsive with a well-designed Website. 
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7. Major Findings 
x The usual perception amongst customers, for online shopping is that it is not secure mode of shopping. One 
of the way to overcome this demerit is by entrusting the customer with the feeling that the website is 
reliable and no information of the customer is disclosed. 
x Reliability is defined as a person’s expectation of the other’s cooperative behaviour in situations where it is 
possible to suffer some damage if the other behaves selfishly (Yamagishi, 1998).  
x Buttner and Goritz (2008) discuss that trustworthiness and reliability promote both intention to buy and 
actual financial risk for medical goods. Therefore Reliability is one of the major aspect for the marketer 
when developing the content of the website. 
x The Impulsive buying is the trend that is set in the minds of the customer who intend to buy Online. 
x The different types in Impulsive buying are further classified as  (i) Pure impulse buying: is a novelty or 
escape purchase which breaks a normal buying pattern,  
x Reminder impulse buying: occurs when a shopper sees an item or recalls an advertisement or other 
information and remembers that the stock at home is low or exhausted  
x Suggestion impulse buying: occurs when a shopper sees a product for the first time and visualizes a need 
for it. 
x Planned impulse buying: takes place when the shopper makes specific purchase decisions on the basis of 
price specials, coupon offers and the like. 
 
Amongst other drivers for Online buying are aspects like Average time spent on the Internet, Usage, Convenience, 
Hassle free transaction, Exchange policy, Cash on Delivery etc. 
 
8. Future of Online Buying 
The drivers will supposedly keep multiplying with each day as the marketer evolves with each customer experience 
and tries to enrich the Website to the fullest possible extent. This will therefore   contribute to the growth of Online 
Sales. The increasing heights of disposable incomes today, are in a way, also contributing, since this comes with 
some additional facilities like the Wifi technology, which enables high speed Internet facility at Offices and Homes 
too. This being the only platform where one login in on a particular website, learns about the Product, and also 
compares the price with other Products that are available in the market. This is one of the Sector with huge growth 
potential. 
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